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The Mexican bakery company Grupo Bimbo has consolidated its position in the US bread and
pastry market with the purchase of five plants from Canadian company George Weston for US
$610 million. The five plants are in California, Oregon, Colorado, and Texas, strengthening Bimbo's
presence in the western US states, where roughly one-fifth of the population is of Latino origin. In
the transaction, which is still subject to approval by US regulators, Bimbo acquired prominent US
brands Orowheat bread, Entemann's pastries, Thomas' English muffins, and Boboli pizza crust,
converting the company into the fourth-largest bread company in the Western Hemisphere and at
least the fourth-largest worldwide.
The new plants would add to Bimbo's global empire, which includes more than 70 plants and
distributors in 16 countries throughout the Americas and Europe. The purchase would give the
company 17 plants in the US, including the Texas-based Mrs. Baird's Bakeries and Four-S Bakeries
in California. "This is a very solid operation that changes our corporate profile," said Guillermo
Quiroz, Bimbo's corporate finance director. "The purchase is part of Grupo Bimbo's strategy to build
the leading breadmaking business in the United States."
With the latest acquisition, Bimbo expects 30% of its total sales revenues to come from the US,
boosting total sales to about US$4.1 billion. The company reported sales of US$3.3 billion in 2000.
"The United States is a more competitive market, a more mature market," Quiroz said. "But it's also
a less risky market."
The transaction would give the company 1,300 additional distribution routes in 23 states in the
western US, providing an opportunity to expand sales of some of its Mexican-made products,
such as Tia Rosa, Marinela, and Ricolino pastries. Company officials also raised the possibility of
eventually marketing the newly acquired US brands in the Mexican market. (Sources: Reuters,
Associated Press, 01/22/02; La Cronica de Hoy, Milenio Diario, The Dallas Morning News, Los
Angeles Times, 01/23/02)
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